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動画共有サイトの「利用と満足」 
―「YouTube」がテレビ等の既存メディア利用に与える影響― 
Uses and Gratifications of Video Sharing Websites: 





Internet video sharing websites such as YouTube have some possibilities to change the 
way of choosing or using traditional media. This study investigates uses and gratifica-
tions of YouTube and its impact on media preference, especially television.  
The questionnaire survey was conducted on 447 undergraduates. Factor analysis iden-
tified four gratifications (convenience, information, reproducibility, communication) and 
three content types (home video, entertainment program, social information). 
All users were divided into three groups (high-gratifications, partial-gratifications, 
low-gratifications) by cluster analysis. Partial-gratifications users watched entertain-
ment program limitedly with convenience and reproducibility gratifications, and they 
were less interactive online.  
But this study found no evidence that YouTube generated negative impact on watching 
television and other media preference. YouTube users spent more time on television or 
other media than non-users. High-gratifications and partial-gratifications users spent 
more time on television and had higher television affinity than low-gratifications users. 
YouTube may play complementary role in Japanese youth at present. 
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ードされているコンテンツの特徴を数量的に把握する研究（Kim et al.,2010; Kopacz & Law-




























を読み解く研究系譜として発展してきた（e.g., Blumler & Katz,1974; Rosengren et al.,1985）．近年
では，インターネット研究に対しても有効なアプローチと認識されており（Morris & Ogan, 1996; 
Newhagen & Rafaeli,1996; Williams et al,1985），ウェブサイトや SNSを対象とした調査にも適用され




































Ferguson & Perse（2000）や Kaye（1998）は，テレビ効用についての質問項目をウェブ利用に適用
してその代替可能性について検討した．日本でも八ツ橋（2004）が同様の調査を行っており，コミュ
ニティ性を求めるインターネット利用については消費的テレビ視聴からの移行が生じる可能性があ
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